This research is based on descriptive -analytical type and our goal of this research is applied. The statistical population are Sepah Bank in Alborz Province, statistical sample is customers and users of Internet banking services .In this study sampling method is simple random sampling. The research model is derived from the model of Chong et al (2008) and Juwaheer et al(2012) .In this study, the effects of the five variables, TRA, TPB, TAM, trust and security, government support, and demographic variables has been evaluated on the adoption of Internet banking been by linear regression, one-factor analysis of variance and the SPSS software. Findings show that Perceived Ease of Use, Perceived Usefulness, Subjective norms, behavioral intention, attitude, safety, trust and support of the government have influence on the adoption of internet banking.
INTRODUCTION
Governments need to investigate and understand the factors that influence people to use egovernment services instead of traditional communication. Many governments still face the problem of a low level of adoption of e-government services by their citizens (Gupta et al, 2008) .A review of electronic banking adoption studies shows that a large portion of the published research was conducted in developed and industrialized countries (Yiu, 2007) . Banks have been significantly affected by the evaluation of technology; competition between banks has forced them to find new market to expand, and the number of financial institutions that offer electronic banking products increased. Hence, banks have beg un to offer electronic banking services to improve the effectiveness of distribution channels through reducing the transaction cost and increasing the speed of services. Recently, electronic banking has become the way for the development of banking system, and the role of electronic banking is increasing in many countries. It offers opportunities to create services processes that demand few internal resources, and therefore, lower cost. As well as it provides wider availability and possibility to reach more customers. From the customers' point of view, electronic banking allows customers easier access to financial services and time saving in managing their finance (Al-Smadi, 2012).
Pikkarainen, Pikkarainen, Karjaluoto, and Pahnila, (2004) defines internet banking as an 'internet portal, through which customers can use different kinds of banking services ranging from bill payment to making investments'. De Young (2001) With the exception of cash withdrawals, internet banking gives customers access to almost any type of banking transaction at the click of a mouse. Indeed the use of the internet as a new alternative channel for the distribution of financial services has become a competitive necessity instead of just a way to achieve competitive advantage with the advent of globalization and fiercer competition. All banks using the internet as an additional channel or a bank using only the internet as delivery channel are now on equal footing to offer their banking services on the internet and to compete for customers around the world. As Karjaluoto, Mattila, and Pento (2002, p.261) put it 'this could be the reason why the internet is widely seen as the most important delivery channel in the era' (Padachi et al, 2008 ).
In the literature pertaining to the IT acceptance we noticed that the most used model by IS academicians and practitioners is the Technology Acceptance Model (TAM) designed by Davis (1989) . The TAM takes its roots mainly from the Theory of Reasoned Action explaining behavior across behavioral intentions (Ajzen and Fishbein, 1980) . The objective of the TAM is to provide an explanation for the determinants of computer acceptance across a broad range of end-user computing technologies and user populations. TAM consists of perceived ease of use (PEU), perceived usefulness (PU), attitude toward usage (ATU), behavioral intention to use (BI), and actual system use (AU). Davis (1989) defined perceived usefulness as the degree to which a person believes that using a particular system will enhance his or her job performance and perceived ease of use as the degree to which a person believes that using a particular system will involve minimal effort. The amount of effort that is required to use an innovation will have an effect on the adopter's sense of self efficacy with regard to using the innovation. If the individual finds that he or she can comprehend fairly easily how to use an innovation, he or she is more likely to feel confident about using the innovation effectively (Visuvalingam, 2006) .
Technology Acceptance dimensions:
-Perceived Ease of Use: According to Davis (1989) perceived ease of use was defined as the extent to which an individual thinks that it would be effortless to use a particular system. Perceived ease of use refers to the user's perception of the level of easiness to use the system. -Perceived Usefulness: Perceived usefulness is defined as the degree to which a person believes that using a particular system would enhance his/her job performance (Davis, 1989 ). -Relative Advantage: Tornatzky and Klein (1982) found relative advantage to be an important factor in determining adoption of innovations. In general, perceived relative advantage of an innovation is positively related to its rate of adoption (Rogers, 1983) For instance, Internet banking services offer convenience as well as advantages to the clients as they are able to access bank account from anywhere and whenever they want. Moreover, these kinds of services ease clients' financial management as they can access their bank account information easily. In view of the advantages that Internet banking services offer, it would thus be expected that individuals who perceive Internet banking as advantages would be likely to adopt the service as well (Tan and Teo, 2000 ). -Self-Efficacy: Self-efficacy refers to how confident a person is in oneself. Some people may be very confident in them just because that is their nature, whereas others are those who are competent in something and should feel confident in doing it, but do not. Self-efficacy of someone could be affected with his/her learning ability including other factors. It is, therefore, suggested that the more the user believes on his ability to use the system, the more likely it is that the user will start using the said system in his/her work (Vainio, 2006 ).
-Perceived Credibility: According to Wang, Wang, Lin and Tang (2003) perceived credibility consists of two elements: privacy and security. Security refers to the protection of information from unsanctioned intrusions or outflows. They found that perceived credibility had a significant positive effect on intentions to adopt. -Trialability: Rogers (1983) , Agarwal and Prasad (1999) stated that potential adopters of new technology, who are allowed to experiment with it, would feel comfortable with it and thus be more likely to adopt it. In addition, according to Tan and Teo (2000) if customers were given the chance to try the innovation, it would minimize certain unknown fears, especially when customers found that mistakes could be rectified and thus providing a predictable situation.
Based on the conceptual framework, we identified six independent variables that are hypothesized to affect the dependent variable (E-banking). The conceptual framework in based on Technology Acceptance. These variables were analyzed in this study. E-banking would be affected by these variables either positively or negatively based. These independent variables are perceived ease of use, perceived usefulness, relative advantage, Subjective norms, Attitude toward Using, Behavioral Intention, Government support, Security and Confidence. Fig. 1 shows the research framework for this paper.
Figure 1. Research framework of customers' E-banking
Based on the aforementioned, we examined the factors that influence customers to use the Internet for their banking transactions. In order to address the research issues in this paper, we review existing works on E-banking usage including research methods appropriate for this paper, and then we applied them to the context of Iran. Also we developed theses hypotheses:
1. Perceived ease of use has an impact on the possibility of using internet banking. 2. Perceived Usefulness has an impact on the possibility of using internet banking. 3. Subjective norms has an impact on the possibility of using internet banking. 4. Attitude toward Using has an impact on the possibility of using internet banking. 5. Behavioral Intention has an impact on the possibility of using internet banking. 6. Security has an impact on the possibility of using internet banking. 7. Confidence has an impact on the possibility of using internet banking. 8. Government support has an impact on the possibility of using internet banking. 
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METHODOLOGY
This has done at Sepah Bank in Alborz Province of Iran. We determined the amount of the sample size with the used of Cochran sampling method which the statistical sample is 384 of these Bank Customers which have been selected through the simple random sampling method. In order to analyze the data resulted from collected questionnaire deductive and descriptive statistical methods are used. Wehave usedlinear regression to test the hypothesis of the research. The SPSS tool has been used.
RESULTS
In this paper we have eight hypotheses. The statistical way of analysis of hypotheses is two ways, H 1 is acceptance of hypothesis and H 0 is rejecting of hypothesis. In other words, it means that H 1 has positive meaning and H 0 has negative meaning. Table 2 shows the correlation coefficient (R) results for independent and dependent variable relationship. To study of independent variables (Perceived ease of use) effects on customers possibility of using internet banking was used liner regressions. The results can be seen in Table 3 Hypothesis 2: Perceived Usefulness has an impact on the possibility of using internet banking. Table 4 shows the correlation coefficient (R) results for independent and dependent variable relationship. To study of independent variables (Perceived Usefulness) effects on customers possibility of using internet banking was used liner regressions. The results can be seen in Table 5 . According to significant coefficients (sig), Perceived Usefulness significant coefficients have been less than 0.05. Therefore, we can conclude that the Perceived Usefulness variable has an impact on possibility of using internet banking. Thus with 95 percent confidence level Hypothesis 2 has confirmed. So we can say that if Sepah Bank increased customers' Perceived Usefulness, the using internet banking will increase. Table 6 shows the correlation coefficient (R) results for independent and dependent variable relationship. To study of independent variables (Subjective norms) effects on customers' possibility of using internet banking was used liner regressions. The results can be seen in Table 7 . According to significant coefficients (sig), Subjective norms significant coefficients have been less than 0.05. Therefore, we can conclude that the Subjective norms variable has an impact on possibility of using internet banking. Thus with 95 percent confidence level Hypothesis 3 has confirmed. So we can say that if Sepah Bank increased customers' Subjective norms, the using internet banking will increase. Table 8 shows the correlation coefficient (R) results for independent and dependent variable relationship. To study of independent variables (Attitude toward Using) effects on customers' possibility of using internet banking was used liner regressions. The results can be seen in Table 9 . According to significant coefficients (sig), Attitude toward Using significant coefficients have been less than 0.05. Therefore, we can conclude that the Attitude toward Using variable has an impact on possibility of using internet banking. Thus with 95 percent confidence level Hypothesis 4 has confirmed. So we can say that if Sepah Bank increased customers' Attitude toward Using, the using internet banking will increase. Table 10 shows the correlation coefficient (R) results for independent and dependent variable relationship. To study of independent variables (Behavioral Intention) effects on customers' possibility of using internet banking was used liner regressions. The results can be seen in Table 11 . According to significant coefficients (sig), Behavioral Intention significant coefficients have been less than 0.05. Therefore, we can conclude that the Behavioral Intention variable has an impact on possibility of using internet banking. Thus with 95 percent confidence level Hypothesis 5 has confirmed. So we can say that if Sepah Bank increased customers' Behavioral Intention, the using internet banking will increase.
Hypothesis 1: Perceived ease of use has an impact on the possibility of using internet banking.
2014 Feb ; 7 Business and Management Review (OMAN Chapter) Vol. 3, No. Arabian Journal of 90
Hypothesis 3: Subjective norms has an impact on the possibility of using internet banking.
Hypothesis 4: Attitude toward Using has an impact on the possibility of using internet banking.
Hypothesis 5: Behavioral Intention has an impact on the possibility of using internet banking.
Hypothesis 6: Security has an impact on the possibility of using internet banking. Table 12 shows the correlation coefficient (R) results for independent and dependent variable relationship. According to table 12, Durbin Watson test is 2.001, it is bigger than 1.50. So the test distribution is normal. The R is 0.178, and R is 0.032. It means that 3.2 percent variability in using internet banking significantly is expressed by independent variable (Security).
To study of independent variables (Security) effects on customers' possibility of using internet banking was used liner regressions. The results can be seen in Table 13 . According to significant coefficients (sig), Security significant coefficients have been less than 0.05. Therefore, we can conclude that the Security variable has an impact on possibility of using internet banking. Thus with 95 percent confidence level Hypothesis 6 has confirmed. So we can say that if Sepah Bank increased customers' Security, the using internet banking will increase.
Hypothesis 7:
Confidence has an impact on the possibility of using internet banking. Table 14 shows the correlation coefficient (R) results for independent and dependent variable relationship. To study of independent variables (Confidence) effects on customers' possibility of using internet banking was used liner regressions. The results can be seen in Table 15 According to significant coefficients (sig), Confidence significant coefficients have been less than 0.05. Therefore, we can conclude that the Confidence variable has an impact on possibility of using internet banking. Thus with 95 percent confidence level Hypothesis 7 has confirmed. So we can say that if Sepah Bank increased customers' Confidence, the using internet banking will increase.
Hypothesis 8:
Government support has an impact on the possibility of using internet banking. Table 16 shows the correlation coefficient (R) results for independent and dependent variable relationship. To study of independent variables (Government support) effects on customers' possibility of using internet banking was used liner regressions. The results can be seen in Table 17 According to significant coefficients (sig), Government support significant coefficients have been less than 0.05. Therefore, we can conclude that the Government support variable has an impact on possibility of using internet banking. Thus with 95 percent confidence level Hypothesis 2 has confirmed. So we can say that if Sepah Bank increased customers' Government support, the using internet banking will increase
CONCLUSION
Information and Communication Technologies refers to technologies such as the Internet, extranets, and other technologies that encompasses a wide range of basic infrastructure to technology that will upgrade services and business operations of an organization. Internet banking refers to the provision of electronic banking services via the Internet through apersonal computer or other equipment with capability accessing the Internet, internet banking is a service which offers customers banking services24 hours a day, seven days a week, so that customers can review heir account information any time, Not necessary to waiting for opening banks for their banking transactions. Regarding the importance of internet banking in this study we examined the factors influencing the adoption of internet banking. We developed eight hypotheses to analysis this study and finding show that:
-Perceived ease of use has an impact on the possibility of using internet banking. This study finding is same as Juwaheer .Thanika Devi, Pudaruth, Sharmila and Ramdin Priyasha (2012) and Krauter S. G., Faullant R., (2008) 
